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As we begin the 1997 planning process, it is necessary to háve Field Sales input into 
four key areas: 

1. Ässessment of the atlocation quantities for national promotions by brand by región. 

2. Determination of DPC quantities by brand by región. 

3. What local opportunities exist that cannot be adequately handled with existing 
workplan resources? 

4. What is the universe of high volume carton outlets that offers us opportunities to 
promote carton and/or packs to build our business? 

^ Bach of these areas are covered in greater detail on the following pages. It is important 
to realize that our 1997 retail workplan mušt be délivered and flawlessiy executed 
before any consideration is given to working incremental retail promotions. Any 
requested opportunistic program mušt fit the brand strategies, It is equally important to 
consider the cost of these programs in your analysis. 

This exercise is to gain input from Field Sales. Decisions regarding additions to the 
overal! retail base workplan in 1997 wili oniy be made after careful consideration is 
given to their effect on manpower, delivery methods, cost ramifications and overall 
business-building expectations. Additionally, remember that no requests will be 
honored until final financial decisions are made regarding the overall 1997 
workplan. 

The completed information should be returned to your Area Manager of Operations on 
the specific dates indicated in the attachments. (Excel spreadsheets will be e-mailed to 
the Región Operations Managers.) 

Program Contacts: D, P. Fitzgerald, extension #2053 
K. W. Noxon, extension #2559 
J. J. Ellegate, extension #5760 

S. R. Qualkinbush, extension #0686 

(,, 
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Aliócation 


At this time, all of our 1997 package promotions wili be national-type promotions. Each 
promotion will be either a 2-pack BSGSF or a 2-pack premium offer. 

The allocation process for these promotions has been revised. While this process is not 
optimum, it is an improvement over the 1996 allocation methodology and is a good first step in 
the allocation refinement process. The long-term Vision is to evoive to allocating offensive 
resources to where our occasional users are buying their products, i.e., competitive set volume 
at store level. 

The following pages provide you with an explanation of the next steps and the 1997 allocation 
process. You should review these pages and evaluate your region’s allocation quantities, 
provide requested input, and retum the completed Information to your Area Manager of 
Operations prior to August 12,1996. 


Steps to Complete AUocation Assessment 

1) The attached allocation information was built utiiizing the following parameters: 

• Included all package outlets with industry volume of 75 CPW and above. Note package 
outlets in the volume range 75-99 CPW are Partner accounts only. 

• Package outlets were identified utiiizing the following call classification types A and B. 

• Excluded all PM Exclusive and RJR Lock-out calls. 

• SKU quantities by región were determined based on the following factors: 

- Regional Priority Designation (PTL) 

- Number of calls by volume break 

- Specific brand SOM exisťmg in package outlets within each región. 

2) Your first step is to verify the call universe by volume break applying the above described 
parameters. 

3) Adjust your region’s universe applying the following exceptions: 

• Add any chain Stores with industry volume less than 75 CPW that are Partners accounts 
or non-merchandising Partners where we need to include them in our promotional 
program. 

• Remove any drug chain/stores from the volume breaks where supporting CAMEL with 
offensive promotions does not make sense. This adjustment only applies to the CAMEL 
allocation information. 
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4) Your next step should be your assessment of the proposed SKU allocations for each brand 
for your región. Consider the following factors when making adjustments to proposed 
allocated SKU quantíties by brand. 

• Add SKUs needed to support RJR Partners accounts surroundlng PM Exclusive and/or 
RJR Lock-out calls. 

• Adjust SKUs as required to meet sub*geographic opportunities by brand, 

5) Any adjustment to the proposed allocation SKU quantíties by brand mušt be backed up with 
specific rationale on why the allocation adjustment is needed. 

6) After assessment is completed, provide the revised number of retail outlets by volume break 
per Step 3 as well as the adjustment number of SKUs factoring all exceptions per Step 4. 
This Information should be inputted in the spreadsheets provided and retumed to your Area 
Manager of Operations by August 12,1996. Include any rationale to support SKU 
adjustments. 
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Allocatiori Prócess 


Objective: Provide a more comprehensive allocation process which: 

• Increases market efficiencies. 

• Considers retail responsiveness requirements. 

• Allows Field input/evaluation. 


Straíegies: • Reassess the regional Príority/Threshold/Low designations to include a retail 
promotion responsiveness factor. 

< 

• Estabiish a voliitne/responsíveness gríd by brand as a guidelínes to 
determine allocation quantities. 

• Automate the volume/responsiveness grid which allows the Field to assess 
allocation quantities. 


■MiAÍeÉMIiÉIHil^MÉÍÉÍÍlÍltailÉÍÉ«^^ 
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Retail Promotion Allocation 

Methodology 
















Retail Promotion Allocation 

Methodology 


i j® ÄlMÍ! 


SKU allocations based on regional brand 
priority only: 

* Priority = 3 SKUs/Store 

* Threshold = 2 SKUs/Store 

* Low Priority = 1 SKU/Store 

SKU allocations are based on a number of 
factors of which regional priority designation 
is but one. 

Retail promotion responsiveness not 
considered directly. 

Retail promotion responsiveness may be used 
to increase or decrease the regional priority 
used in the allocation determination 

All Stores within a región are given the samé 
number of promotion SKUs independent of 
weekly sales of the categoiy or the brand. . 

Store category movement and brand SOM is 
considered in the allocation recommendation. 
(Brand SOMs used within package outlets.) 

A top-down approach where the total number 
of ofiFers is set prior to the allocation process. 

A bottom-up approach where promoted 
quantities are set based on expected storé 
movement of the promotion. 


968Z. SS8IS 


Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 














Retail Promotion Allocation 

Methodology 




Consider FP or Savings movement as a replacement for Total Industry 
Volumes. 

Také priority designation to the Divisional level as this capability becomes 
available. 


Evolve to targeting offensive SKUs on a store-by-store basis based úpon 
competitive set opportunity size (use AIM data, etc.). 


£.684 SS8IS 


Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 
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75-99 

100 -149 ] 

150 - 249 

250 - 399 

400-599 

600+ 

Total 


\ 1 1 





SKU Allocation Recommendatíons are: 




s^shhIéí 



MKSISSBI 


■ÉBBI 


Boston 

170 

1,797 

1,787 

905 

420 

265 

5,343 

New York 

410 

2,264 

1,654 

709 

235 

156 

5,428 

Philadelphia 

159 

1,507 

1,395 

583 

248 

141 

4,033 

Buffalo 

339 

1,865 

1,351 

634 

290 

179 

4,658 

Pittsburgh 

391 

1,880 

2,623 

1,952 

1,125 

1,055 

9,026 

Cincinnati 

244 

1,350 

2,045 

1,669 

917 

535 

6,760 



amgg 
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Winston-Salem 

374 

2,464 

1,969 

825 

266 

229 

6,127 

Atlanta 

469 

2,187 

1,857 

886 

369 

220 

5,988 

Florida 

38S 

2,179 

2,464 

1,972 

786 

590 

8,380 

Dailas 

462 

2,285 

1,903 

806 

325 

422 

6,204 

Richmond 

398 

2,081 

1,962 

975 

371 

404 

6,191 



■Km 


■■■1^ 

wmm 



No. Califomia 

6$ 

2,081 

2,737 

1,799 

585 

300 

7,570 

So. Califomia 

248 

2,723 

3,701 

2,315 

775 

220 

9,983 

Seattle 

452 

3.610 

4,723 

1,390 

380 

_ 320 

10,876 

Houston 

529 

2,447 

1,476 

555 

151 

145 

5,302 

SiSaHMi 

RRHBSIISí 

■mi 
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Chicago 

325 

1,939 

2,819 

2,387 

1,428 

850 

9,748 

Minneapolis 

360 

2,185 

2,804 

1,812 

355 

135 

7,651 

Denver 

478 

2,508 

3,343 

1,934 

610 

240 

9,113 

Detroit 

219 

1,871 

2,818 

2,396 

1,122 

330 

8,756 

St. Louis 

228 

1,457 

1,529 

1,199 

643 

592 

5,649 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 


















Camel SKUs/Store 


AUocatton Schcmc 
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BSBSBB 

SSSBHHMHRHH 

75-99 

100 -149 

150-249 

250-399 

400 - 599 

600+ 









Boston 

T 

1.0 

1.0 

1.4 

2.3 

3.5 

5.0 

New York 

L 

I.O 

1.0 

1.0 

1.0 

1.3 

2.0 

Philadelphia 

L 

1.0 

1.0 

1.0 

1.1 

1.7 

2.7 

Boffalo 

T 

1.0 

1.0 

1.0 

1.4 

2.2 

3.5 

Pittsburgh 

P 

1.0 

1.1 

1.7 

2.8 

4.3 

5.0 

Cincinnati 

T 

1.0 

1.0 

1.3 

2.2 

3.3 

5.0 

Winston-Salem 

L 

1.0 

1.0 

1.0 

1.2 

1.9 

3.0 

Adanta 

T 

1.0 

1.0 

1.0 

1.5 

2.3 

3.7 

Florida 

P 

1.0 

1.0 

1.3 

2.1 

3.2 

5.0 

Dallas 

T 

1.0 

1.0 

1.2 

1.9 

2,9 

4.7 

Richmond 

T 

I.O 

1.0, 

1.2 

2.0 

3.0 

4.9 

No. Caiifomia 

P 

1.0 

1.4 

2.3 

3.7 

5.0 

5.0 

So. Caiifomia 

P 

1.0 

1.3 

2.1 

3.4 

5.0 

5.0 

Seattle 

P 

1.9 

2.8 

4.4 

5.0 

5.0 

5.0 

Houston 

T 

1.0 

1.0 

1.0 

1.6 

2.5 

4.0 

Chicago 

P 

1.0 

1.2 

2.0 

3.2 

4.9 

5.0 

Minneapolis 

P 

1.3 

1.8 

2.9 

4.8 

5.0 

5.0 

Denver 

P 

1.0 

1.3 

2.1 

3.5 

5.0 

5.0 

Detroit 

P 

1.0 

1.0 

1-7 

• 2.7 

4,2 

5.0 

St Louis 

T 

1.0 

1.0 

1.2 

2.0 

3.0 

4.9 


FSC-129-A 


668í. ZS8TS 


R. J. Reyaolds Tobacco Company Confidentíal 


Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 



Doral Regional SKU A cation Recommendation 


Doral Allocation Scheme (Min~l, Max^ SKUs)/1997 Priority DesigDatioD 





50% 

t’’ iuÄo:o!>' i 

Threshold: 

35% 


; ! 

Low: 

35% 


2 


1.0 

r n 

20 






Boston 


Allocation Recommendatíons are: 


1,797 


1,277 


3,830 


New York 


410 


2,264 


1,654 


709 


186 


83 


5,306 


Philadelphia 


159 


1,507 


1,395 


539 


149 


84 


3,833 


Buffalo 


339 


1,865 


1,351 


498 


227 


140 


4,421 


Pittsburgh 


391 


1,737 


1,515 


779 


449 


583 


5,454 


Cinciňnati 


Winston-Salem 


287 


2,278 


4,122 


3,364 


1,370 


520 


4,921 


6,292 


3,365 


535 


11,955 



16,183 


Atlanta 


469 


3,007 


4,086 


2,088 


790 


295 


10,735 


Florida 


479 


3,867 


5,383 


4,309 


1,210 


590 


15,839 


DaLlas 


857 


6,092 


6,923 


2,115 


555 


450 


16,993 


Richmond 


398 


2,212 


2,744 


1,363 


519 


415 


7,650 


No. Califomia 


68 


m 


1,467 


1,206 


488 


136 


112 


3,477 


So. Califomia 


248 


2,104 


1,787 


688 


155 


71 


5,053 


Seattie 


235 


1,305 


1,067 


354 


149 


201 


3,311 


Houston 


Chicago 


735 


4,885 


4,698 


1,700 


300 


325 


1,569 


1,426 


872 


522 


180 


491 


12,498 


5,206 


Mitineapoiis 


281 


1,188 


1,412 


913 


263 


135 


4,192 


Dcnver 


478 


1,871 


2,182 


1,262 


427 


240 


6,460 


Dctroit 


219 


1,801 


1,695 


1,075 


503 


197 


5,490 


St. Louis 


228 


1,793 


2,481 


1,945 


1,044 


610 


8,101 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmn0000 














Doral SKUs/Store 


FSC-129-A 


I Doral Allocatíon Scheme (Min=l, Max=5 SKUs)/1997 Priority Deslgnation 











75-99 

100 -149 

150 - 249 

250-399 

400-599 

600+ 









Boston 

T 

1.0 

1.0 

1.0 

1.0 

1.0 

1.3 

New York 

T 

1.0 

I.O 

I.O 

1.0 

1.0 

1.1 

Phileidelphia 

T 

I.O 

1.0 

1.0 

1.0 

1.0 

1.6 

BufTalo 

T 

1.0 

1.0 

1.0 

1.1 

1.7 

2.8 

Pittsburgh 

T 

1.0 

1.0 

1.0 

l.l 

1.7 

2.8 

Cincinnati 

P 

1.2 

1.7 

2.7 

4.4 

5.0 

5.0 

Winston-Salém 

P 

1.4 

2.0 

3.2 

5.0 

5.0 

5.0 

Atlanta 

P 

1.0 

1.4 

2.2 

3.6 

5.0 

5.0 

Florida 

P 

1.2 

1.8 

2.8 

4.6 

5.0 

5,0 

Dalias 

P 

1.9 

2.7 

4.3 

5.0 

5.0 

5.0 

Richmond 

P 

1.0 

1.1 

1.7 

2.S 

4.3 

5.0 

No. Califomia 

T 

1.0 

1.0 

1.0 

1.0 

1.2 

1.9 

So. Califomia 

T 

1.0 

1.0 

1.0 

1.0 

1.0 

1.6 

Seattle 

T 

1.0 

1.0 

1.0 

1.3 

2.0 

3.1 

Houston 

P 

1.4 

2.0 

3.2 

5.0 

5.0 

5.0 

Chicago 

T 

1.0 

1.0 

1.0 

1.2 

1.8 

2.9 

Minneapolis 

P 

1.0 

1.0 

1.5 

2.4 

3.7 

5.0 

Dcnver 

P 

1.0 

1.0 

1.4 

2.3 

3.5 

5.0 

Detroit 

T 

I.O 

1.0 

1.0 

1.2 

1,9 

3.0 

St. Louis 

P 

1.0 

1.2 

2.0 

3.2 

4.9 

5.0 


T06Z. CS8XS 


R. J. Reynolds Tobacco Company Confidential 


Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 



1997 NATtONAL PROMOTIONS 
UTILIZING VOLUME / PTL OVERLAY 


Number of Calls by Volume Range_ Camel Doral 


Ind. C.P.W. 


100-149 

150-249 Z55l 

-399 400 

-539 

600-r 

Total 

SKU'S 

SKU:S 

Boston 

170 

1,797 

1,277 

398 

120 

53 

3,815 

5,343 

3,821 

New York 

410 

2,264 

1,654 

709 

186 

77 

5,300 

5,428 

5,300 

Phi! 

159 

1,507 

1,395 

539 

149 

53 

3,802 

4,033 

3,821 

Buffalo 

339 

1,865 

1,351 

445 

132 

51 

4,183 

4,658 

4,792 

Pitt 

391 

1,737 

1,515 

694 

260 

211 

4,808 

9,026 

6,230 

Cinc 

244 

1,350 

1,527 

767 

274 

107 

4,269 

6,760 

11,955 

w-s 

374 

2,464 

1,969 

673 

141 

76 

5,697 

6,127 

16.183 

Atlanta 

469 

2,187 

1,857 

584 

158 

59 

5,314 

5,988 

10,735 

Florida 

388 

2,179 

1,896 

934 

242 

118 

5,757 

8,380 

15,839 

Dallas 

462 

2,285 

1,623 

423 

111 

90 

4,994 

6,204 

16,993 

Richmond 

398 

2,081 

1,613 

493 

122 

83 

4.790 ■ 

6,191 

7,650 

No. Calif. 

68 

1,467 

1,206 

488 

117 

60 

3,406 

7,570 

3,442 

So. Calif, 

248 

2,104 

1,787 

688 

155 

44 

5,026 

9,983 

5,043 

Seattie 

235 

1,305 

1,067 

278 

76 

64 

3,025 

10,876 

3.411 

Houston 

529 

2,447 

1,471 

340 

60 

36 

4,883 

5,302 

12,498 

Chicago 

325 

1,569 

1,426 

743 

289 

170 

4,522 

9,748 

5,475 

Minn. 

281 

1,188 

953 

379 

71 

27 

2,899 

7,651 

3,668 

Denver 

478 

1,871 

1,559 

555 

122 

48 

4,633 

9,113 

6,460 

Detroit 

219 

1,801 

1,695 

887 

270 

66 

4,938 

8,756 

5,743 

St, Louis 

228 

1,457 

1,260 

608 . 

212 

122 

3,887 

5,649 

8,101 


6,415 

36,925 

30,101 11,625 3,267 

1,615 

89,948 

142,786 

157,160 

* Partner Accounts Oniy 







Revised 

Revised 

Revised Number of Calls by Volume Rarige 




Camel 

Doral 

Ind. C.P.W. 

75-99* 

100-149 150-249 250 

- 399 400 

-599 

600 + 

Total 

SKU'S 

SKU'S 

Boston 

- 

- 

- 

- 

- 

- 

- 

- 

- 

New York 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Phil 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Buffalo 

■ 

- 

- 

- 

- 

- 

- 

- 

- 

Pitt 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Cinc 

- 

- 

- 

- 

- 

- 

- 

- 

- 

W-S 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Atlanta 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Florida 

- 

- 

- 

- 

- 

■ 

- 

- 

- 

Dallas 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Richmond 

- 

- 

- 

- 

- 

- 

- 

- 

- 

No. Calif. 

- 

- 

- 

- 

- 

■ 

- 

- 

- 

So, Calif. 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Seattie 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Houston 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Chicago 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Minn, 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Denver 

- 

- 

- 

- 

- 

- 

- 

- 

- 

Detroit 

- 

- 

- 

- 

- 

- 

- 

- 

- 

St. Louis 

- 

- 

- 

- 

- 

- 

- 

- 

- 


- 

- 

- 

- 

- 

- 

- 

- 

- 


NOTE: Return completed information to your saies area Manager of Operations prior to August 12, 1996. 


FSC-129-A3.xls 






51852 7902 


1997 DPC Assessment 


( 



To improve the effectiveness of DPC in 1997, consíderation is being given to taking a more 
"flexible” approach in how we work this program. This flexibility primarily refers to the timing of 
the promotions and the brand(s) to be worked by each direct account/subjobbers. The 
proposed changes are outlined below; 

• Promotion Timíno : Rather than establishing a monthiy allocation against a specific brand, 
allocations would be established for each brand famiiy for the entire quarter. This would 
allow you tp work each branďs allocation throughout the quarter versus changing brands on 
a monthiy basis if you desire. 

• Brand(s^ to be Worked : Instead of dictating which brand is to be worked in every direct 
account/subjobber each month, two to four brands wiil be designated for each quárter. This 
should allow you to better focus allocations on brand(s) that offer the most potential to buiid 
our busíness in each direct account/subjobber. 

This new "flexible approach" should allow you to better address opportunities for each of our 
brand families based on the business dynamics of your accounts. In other words, if an 
account is highly developed in the full-price mentho! category, you may choose to work oniy 
SALEM DPC during first quarter 1997v You may choose to run a SALEM DPC promotion 
each month of the quarter In the account, óffering one display per qualified retaii account. 


Allocation Proiections 

In order for us to prepare for 1997, we will need your input on required allocations for your. 
región. You should followthe below outlined guidelines for the two scenarios currently being 
considered for 1997: 

1. Assume the Proposed 1997 DPC Plaň (attached) is approved and the oniy brands that can 
be worked are shown on the plaň. 

2. Assume you could choose any brand(s) to be worked based on each direct 
account/subjobber’s potential. The priority should remain the brands identified on the 
Proposed 1997 DPC Plaň with CAMEL/DORAL being the primary focus for generál 
markets. Any other brand(s) requested should oniy be utilized where the planned brand(s) 
are not appropriate to capitalize on the accounťs potential. 

Attached you will be a spreadsheet entitled FSC-129-A.xls. This spreadsheet is formatted as 
follows: 

• Sheet 1 - First Quarter 1997 
Sheet 2 - Second Quarter 1997 
Sheet 3 - Third Quarter 1997 
Sheet 4 - Fourth Quarter 1997 


älUiitältteíúi 
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• Page 1 of each is where you should insert projected allocatíon needs for Scenario #1 - 
according to the Proposed 1997 DPC Plaň. 

Page 2 of each is where you should insert projected allocation needs for Scenario #2 - 
according to account potentiat. 

• Your projected allocation needs should be inserted for each quarter, and both options, into 
the spreadsheet. The completed spreadsheet should be e-mailed to your Area Manager of 
Operations on or before August 23,1996. 


l. 
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PŕójDósed 19Ô7 DPC Plaň 


The proposed 1997 DPC promotional calendar by quarter is as follows; 

First Quarter - CAMEL and DORAL 

- WINSTON {in Florida only) 

. - SALEM (in menthol markets) 

Second Quarter - DORAL 

- CAMEL Menthol (in menthol markets) 

Third Quarter - CAMEL and DORAL 

- SALEM and/or CAMEL Menthol (in menthol markets) 

Fourth Quarter - CAMEL and DORAL 

- WINSTON (Boston, Cincinnati, Pittsburgh. Winston-Salem, 
Atlanta, Florida, Richmond) 

- SALEM and/or CAMEL Menthol (in menthol markets) 

Each promotion will consist of four cartons and will continue to feature single pack 
discounting. 

Current plaň is to continue to make the teartape option available on products with cello 
packaging, i.e., CAMEL And DORAL. APET packaged product may be available in 1997, 
i.e., WINSTON and SALEM. 
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First Quarter . .ílocation - DPC 
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Boston -1100 


New York Metro - 1200 


Philadelphia - 1300 


Buffelo -1600 


Pittsburgh -1700 


Cincinnati -1800 




Winston-Salem - 2100 


Atlanta - 2200 


Florida - 2300 


Dallas - 2600 


Richmond - 2900 





N. Califbmia - 5100 


S. Calífomia - 5400 


Seattie - 5600 


Houston - 5800 




Chicago - 6200 


Minneapolis - 6300 


Denver- 6600 


Detroit-6700 


St. Louis - 6900 


NOTE: DPC Allocations should be rounded to units of 5 due to SKU packing (5 per SKU). 


FSC-129-A 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmn0000 






































































First Quarter #*tílocation - DRC 



NOTE: DPC Alloc'ations should be rounded to units of 5 due to SKU packing (5 per SKU). 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 
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Boston -1100 


New York Metro -1200 


Philadelphia -1300 


Buffalo-1600 




Pittsburgh -1700 

0 

Cincinnafi “ 1800 

0 




Winston-Salem - 2100 


Atlanta - 2200 


Florida - 2300 


Dallas - 2600 


Richmond - 2900 




N. Califomia - 5100 


S. Califomia - 5400 


Seattie - 5600 


Houston - 5800 


Chicago - 6200 


Minneapolis - 6300 


Denver- 6600 


Detroit - 6700 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmn0000 




































































Second Quarte. Allocation - DPC 
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Boston - 1100 


New York Metro -1200 


Philadelphia - 1300 


Buffalo -1600 


Pittsburgh -1700 


Cincinnati -1800 




Winston-Salem - 2100 


Atlanta - 2200 


Florida - 2300 


Dailas - 2600 


Richmond - 2900 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmn0000 






























































Boston - 1100 


New York Metro -1200 


Philadelphia -1300 


Buffalo -1600 


Pittsburgh -1700_ 


Cincinnati -1800 


i--■" lí' SäÚai.Vi®í 


. 1! Á'; 

®PÍ ‘i (^jKÍlIífeSiiíiíDiilííS: I 




Winston-Salem - 2100 


Atlanta - 2200 


Florida - 2300 


Dallas - 2600 


Richmond - 2900 




N. Califomia - 5100 


S. Califomia - 5400 


Seattie - 5600 


Houston - 5800 






Chicago - 6200 


Minneapolis - 6300 


Denver- 6600 


Detroít - 6700 
St. Louis - 6900 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmn0000 
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- (Show,#^p1ľdts 


Boston -1100 


New York Metro-1200 | 0 


Philadelphia-1300 I 0 


Buffalo -1600 


Pittsburgh -1700 I 0 


Cincinnati -1800 
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Winston-Salem - 2100 


Atlanta - 2200 


Florida - 2300 


Dallas - 2600 


Richmond - 2900 






N. Califbmia - 5100 


S. Caľrfomia - 5400 


Seattie - 5600 


Houston - 6800 


Chicago - 6200 


Minneapolis - 6300 
Denver- 6600 


Detroit - 6700 


St. Louis • 6900 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmn0000 
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Minneapolis - 6300 


Denver- 6600 


Detroit - 6700 


St. Louis ■ 6900 


ŤbtäľNaSônär 
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Boston, Cincinnatí, Pittsburgh, Winston-Salem, Florida, Atlanta, Richmond Regions Oniy 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmn0000 
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1997 Opportunlstic Prqgrams 


í 



As part of the 1997 pre-planníng process, we are requesting your assistance identifying 
potential opportunistic program needs within your Región. We are looking for. opportunities that 
are not generally covered via štandard workplan programs (i.e., Mardi Gras, Sturgis, Bike 
Week, The Camel Beach Program, etc.). In addition, we would like your input relative to 
promotional needs to support SME events within your Región. 

I. Opportunistic Programs 

When identifying potential opportunistic programs, it is important to keep the foilowing points 
in mind: 

1. Currently, the 1997 Base Plaň consists of: 

• At least one national offensive promotion on Camel and/or Doral each month. 

(There will be ne monthly Partners promotions in 1997.) 

• Ali markets will work DPC and “high voiume carton outieť promotions per the other 
correspondence in this packet. 

• In addition, although specifics regarding markets and timing háve not yet been 
finalized, the foilowing initiatives mäy be expanded in 1997; 

- Eclipse 

- Winston “No Bulľ repositioning 

- Camel Menthol 

- Red Kamel/Kamel Menthe 

- Mooniight 

- Possibie Salem repositioning 

Each of these initiatives will require varying degrees of support at retail and most will 
be supported with several promotions during the course of the year that will 
generally be worked on top of the base plaň promotions. 

• Lastly, Price Gap and Ceiling Strategy defense programs will be worked in all 
markets in simiiar fashion to how they are being wori<ed in 1996. 

2. As previously stated, our #1 promotional objective for 1997 will be to flawlessiy execute 
and maximize the business building potential of the base pián, including activities 
associated with the initiatives. 


,^niirr.R:httn.s:;;ww...;nriiiRtrvrinr.iiment.s.iir.Rf.firiii/dnns/fririnnnnn 
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3. Opportunisťic program requests mušt be consistent with the Branďs positioning and the 
Company’s objeclives {reference the 4th Quarter '96 Workplan packet for this 
information). 

• Cameľs tentative plans are to offer a 2 pack Biker specific premium and a 2 pack 
Beach premium to support these two type lifestyle opportunities which closely align 
with Cameľs positioning. 

- AH premiums wil! be available in either a Standard 20 offers per SKU formát with 
promotional POS or bulk packed for personál seliing. 

4. Additional Considerations 

• The opportunity should be big enough to make a difference 

- The opportunity should be identified and quantified. 

- The impact of the program should be measurable. 

- A goal should be predetermined as a benchmark for evaluating the success of 
the program. 

• Where will/should the funding for this program come from? 

- BBU 

- Workplan trade-off 

- Retail Accrual 

• Manpower Requirements 

- Retailer/Wholesaler/Outsourcing assistance. 

- Trade-offs with other programs. 

• The Brands will háve final say as to what the actual promotional offer will be, where 
appiicable. 

• These are "first cuť requests; expect to be challenged/re-engaged as these 
requests are fine-tuned. 



In 1997, tentative plans are for Camel to offer a 2 pack Smokin’ Joe’s Racing Team SME 
Premium. Similarly, Winston plans to offer a 2 pack SME premium and a 3 or 5 pack SME 
premium. 

AH premiums will be available in either a štandard 20 offers per SKU formát with 
promotional POS or available bulk packed for personál setling. 

(Attached please find the tentative 1997 SME Event Schedule to use in determining your ‘97 
SME needs.) 




51852 7915 




NexLStsp^: 


1. Complete the Opportunistic Program Noeds Form, due back to your Area Manager of 
Operations by August 23,1996. 

• For Camel Opportunistic programs that can be addressed by the 2 pack Biker and/or 
Beach premium, please indicate the appropriate number of SKUs and/or number 
bulk packed items. 

• For additional Opportunistic program needs (including those above and beyond the 
available premiums), please provide as múch detail as possible relative to all 
resources you are requesting, i.e., premium type, number of packs, SKU contents, 
sponsorships, etc. 

2. Complete the SME Event Needs Form, due back to your Area Manager of Operations 
by August 23,1996. 


{ 
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OPPORTUNISTIC PROGRAM NEEDS 


Opportuníty 


Type 

Promotion 

(Bíker) 

Brand Business {Beach} # SKUs 2 Pk # Buik Packed 

Buílding Objective ÍEtc.) Offers ^20/SKU) Premtums 


LieL 3S8TS 


Fundína 


Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 



SME EVENT NEEDS 




EventTvoe 







(Cup) 


#SKUs 





(Drag) 

#SKUs 

3 Or 5 Pk 


Would You Reduce Your 



(Bike) 

2 Pk Offers 

Offers 


National Program Allocation/ 

Región 

Event Name 

Hydro) 

(20/SKU) 

Í20/SKU) 

Brand 

If So. Bv HowMuch? 


8T6Z. SSSTS 


Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 


TENTATIVE 1997 NASCAR WINSTON CUP ŠERIEŠ SCHEDULE 


PATE 

RAC.E 

LQCATION 

Jan. 18 

NASCAR Winston Cup Preview 

Winston-Salem, NC 

Feb. 9 

Busch Clash 

Daytona Beach, FL 

Feb. 13 

GatoradeTwin 125 

Daytona Beach, FL 

Feb. 16 

Daytona 500 

Daytona Beach, FL 

Feb. 23 

Goodwrench 500 

Rockingham, NC 

Mar, 2 

Pontiac Excitement 400 

Richmond, VA 

Mar. 9 

Purolator 500 

Atlanta, GA 

Mar. 23 

TranSouth Financial 400 

Darlington, SC 

Mar. 30 

Food City 500 

Bristol, TN 

Apr. 13 

TBD 

Texas Motor Speedway, Dallas 

Apr. 20 

Goody’s 500 

Martinsville, VA 

Apr. 27 

Winston Select 500 

Talladega, AL 

May 4 

Save Márt Supermarkets 300 

Sonoma, CA 

May 17 

The Winston Select 

Charlotte, NC 

May 25 

Coca-Cola 600 

Charlotte, NC 

June 1 

Miller 500 

Dover, DE 

June 16 

UAW-GM Teamwork 500 

Pocono, PA 

June 22 

Miller 400 

Brooklyn, Ml 

July 5 

Pepsi 400 

Daytona Beach, FL 

July 13 

Slick 50 300 

Loudon, NH 

July 20 

Miller 500 

Pocono. PA 

July 27 

Diehard 500 

Talladega, AL 

Aug. 2 

Brickyard 400 

Indianapolis, IN 

Aug. 10 

The Bud at the Glen 

Watkins Glen, NY 

Aug. 17 

GM Goodwrench Dealers 400 

Brooklyn, Ml 

Aug. 23 

Goody’s 500 

Bristol, TN 

Aug. 31 

Mountain Dew Southern 500 

Darlington, SC 

Sept. 6 

Miller 400 

Richmond, VA 

Sept. 14 

MBNA 500 

Dover, DE 

Sept. 21 

Hanes 500 

Martinsville, VA 

Sept. 28 

TBD 

Loudon, NH 

Oct.5 

UAW-GM Quality 500 

Charlotte, NC 

Oct. 12 

TBD 

Los Angeles, CA 

Oct. 20 

AC Delco 400 

Rockingham, NC 

Oct. 26 

Dura Lube 500 

Phoenix, AZ 

Nov. 9 

NAPA 500 

Atlanta, GA 
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1997 TENTATÍVE NHRA WINSTON PRAG RACING NATIONA L EVENT SCHEDULE 


PATE 

RAČE 

LOCATION 

Jan. 30-Feb. 2 

Chiéf Auto Parts Winternationals 

Pomona, CA 

Feb. 20-23 

ATSCO Nationals 

Phoenix, AZ 

Mar.13-16 

MAC Tools Gatomationals 

Gainesville, FL 

Mar. 27-30 

Slick 50 Nationals presented by Western Auto 

Houston, TX 

Apr. 11-13 

Winston Select Invitationa! 

Rockingham, NC 

Apr. 17-20 

FRAM Nationals 

Atlanta, GA 

May 1-4 

Virginia Nationals 

Richmond, VA 

May 15-18 

MOPAR Parts Nationals 

Englishtown, NJ 

June 5-8 

OIdsmobile Springnationals 

Columbus, OH 

J U ne 19-22 

Mid-South Nationals 

Memphis, TN 

Juty 3-6 

Western Auto Nationals presented by Slick 50 ■ 

Topeka, KS 

July 17-20 

MOPAR Parts Mile-High Nationals 

Denver, CO 

July 25-27 

Autolite Nationals 

Sonoma, CA 

Aug. 1-3 

Northwest Nationals 

Seattie, WA 

Aug. 14-17 

Champion Auto Stores Nationals 

Brainerd, MN 

Aug. 27-Sept. 1 

U.S. Nationals 

Indianapolis, IN 

Sept. 11-14 

Pioneer Electronics Keystone Nationals 

Reading, PA 

Sept. 25-28 

Sears Craftsman Nationals 

Topeka, KS 

Oct. 9-12 

Chief Auto Parts Nationals 

Dallas, TX 

Oct. 23-26 

Winston Select Finals 

Pomona, CA 

In addition, 3 new races will be added to the schedule (event name and dates TBD) in the 
following cities: 

PATE 

BÄCE 

LOCATION 

TBD 

TBD (2nd race) 

Dallas, TX 

TBD 

TBD (2nd race) 

Houston, TX 

TBD 

TBD (new race) 

ST. Louis, MO 


I 
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1997 TENTATIVE AMA SUPERBIKE SCHEDULE 


PATE 

RAČE 

location 

Feb. 12-14 

Arizona Superbike Challenge 

Phoenix, AZ 

Mar. 3-9 

Camel Motorcycie Week 

Daytona Beach, FL 

Apr. 4-6 

U\ Superbike Challenge 

Pomona, CA 

Apr. 25-27 

Toyota Grand Prix of Lagúna Seca 

Monterey, CA 

May 16-18 

Powerade Grand Prix 

Homestead, FL 

June 6-8 

Coca-Cola Classic 

Elkhart Lake, Wl 

June 13-15 

Loudon Camel Classic 

Loudon, N H 

July 11-13 

Honda Supercycle Weekend 

Lexington, OH 

Aug. 15-17 

Colorado Superbike Champíonship 

Colorado Springs, CO 

Aug. 22-24 

McGraw Insurance Challenge 

■Sonoma, CA 

In addition, two new races will likely be added to the schedule (event name, location, and dates 
TBD). 

These races will likely be in two of the three following regions; therefore, please provide 
quantities and 

we will inform you of the final locations when available: 

PATE 

RAČE 

LOCATION 

TBD 

TBD 

Detroit Región 

TBD 

TBD 

Buffalo Región 

TBD 

TBD 

Dallas Región 
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1997 TENTATIVE UNLIMITED HYDROPLÁNE RACINS ASSOCIATION SCHEDULE 


PAI£ 

RAČE 

LOCATJQJJ 

Apr. 4-6 

Gila River Casino Cup 

Phoenix, AZ 

May 16-18 

TBD 

Toronto, CAN 

May 30-June 1 

Chrysíer/Jee APBA Gold Cup 

Detroit, Ml 

June 13-15 

Texas Hydrofest 

Dallas, TX 

June 20-22 

Kansas City Hydrofair 

Kansas City, MO 

June 27-29 

Pontiac Thunder on the Ohio 

Evansville, IN 

July4-6 

Budweiser Indiana Govemor’s Cup 

Madison, IN 

July 25-17 

Budweiser Columbia Cup 

Tri-Cities, WA 

Aug. 1-3 

Texaco Cup at SEAFAIR 

Seattle, WA 

Aug. 8-10 

Canadian Cup 

Kelowna, BC 

September 12-14 

Bayfair Muncey Cup 

San Diego, CA 

Sept. 19-26 

TBD 

Las Vegas, NV 

Oct. 10-12 

JN Automotive Hydrofest 

Honolulu, Hl 
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1997 Hjgh Voíume Cartori Outlet Assessment 


Backaround 

The primary purpose of this program (referred to as the Mega Outlet Program in 1996), is to 
obtain a significant promotion presence in carton outlets with industry volume of 800+ cartons 
per week. Our promotions for this category are intended to cut through the clutter and make an 
impact on our business. In 1997, outlets targeted to participate in this program should meet the 
following criteria: 

• Carton outlets with 800+ cartons per week industry volume. 

• Exclude atl PM Exclusive and RJR Lock-Out calls. 

• Accounts should be primaiily classified as “C" - carton outlets or “B" - both carton and pack 
outlets in SIS. 

• High volume supermarkets and convenience/gas outlets may be included in this promotion 
as long as they are nol included elsewhere for promotional allocations in the 1997 planning 
process (i.e., included in the pack outlet universe for monthly package promotions). 

• Accounts mušt allow the use of off-shelf displays for each promotions. Assume the 500 
carton mega outlet display utilized in 1996 willnoí be utilized in 1997, temporary floor 
base(s) or a more permanent type of unit with promotional POS will be utilized. 

• Display(s) mušt be located in a “highly visible” location. 


Allocation Projections 

In order for us to prepare for 1997, we will need your input on required allocations for your 
región. When preparing your input, please separáte your needs into the following two groups: 

• Carton outlets without pack opportunitíes - these outlets would oniy be included in carton 
offers. 

• Carton outlets with oack opportunities - these outlets would be included in carton and pack 
offers. 

Assume that the number of offers for each program will remain essentially the samé as it was in 
1996: 

• Carton Offers: DORAL 500/outlet 

Full-Price 300/outlet 

• Pack Offers: Premium 80/outlet 

BSGSF 160/outlet 

NOTE: Remember to add SKUs needed to support RJR Partners accounts surrounding PM 
Exclusive and/or RJR Lock-Out calls. 
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As in 1996, you may adjust the offer quantities up or down based úpon the branďs opportunity 
in each of the targeted outlets, 

Attached you will find a spreadsheet titled FSC-129-A2.doc. This spreadsheet is formatted as 
follows: 

• Sheet 1 - Carton outlets without pack opportunities 
Sheet 2 - Carton outlets with pack opportunities 

• Your projected number of outlets and number of required carton offers needs to be entered 
for each brand family on Sheet #1. 

• Your projected number of outlets, number of pack offers, and number of carton offers needs 
to be entered for each brand family on Sheet #2. 

The completed spreadsheet should be e-mailed to your Area Manager of Operations on or 
before August 23, 1996. 
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FSC-129-A2.XIS 


Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 
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Source: https://www.industrydocuments.ucsf.edu/docs/frmnOOOO 
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Summary of Key Information 


Informaiioa 

Due Dáte 

Allocation Assessment 

August 12, 1996 

DPC Assessment 

August 23,1996 

Opportunistic Programs 

August 23,1996 

High Volume Carton Outlet Assessment 

August 23,1996 
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